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Figure 1: Brand Extension Poster 
(Source-Self-Developed) 

[bookmark: _sja7o281ghz3][bookmark: _Toc226372008]Element 2:  Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension 
Segmentation, targeting, differentiation and positioning analysis is a marketing tool to identify consumers' demands and a specific customer group to offer a product that meets their demand (Borisova, 2025). Positioning is an integral part of the brand marketing strategy. Through the lens of this positioning strategy, Apple BioSense+ will select a specific target segment to introduce its product and meet the growing demands of consumers for wellness wearable devices. 
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Figure 2: Wearable ownership in the UK 
(Source: Elagina, 2025) 
	Segmentation

	Demographic: 50% of UK adults aged between 25 and 34 years old depend on the wearable health device, where smartwatches are the main wearable technology to check their health conditions at their convenience (The Modems, 2025). Especially, 39% of female and 34% of male consumers in the UK are using wearable devices currently (Elagina, 2025), which depicts that wearable device trends are increasing day by day. Hence, it unveils a scope for brands to launch their new wellness wearable devices, including smartwatches, earbuds, trackers and extended reality devices, where smartwatches are most profitable as they combine a fitness tracker and a smartphone together (Elagina, 2025a). In a nutshell, this wellness wearable device market is expected to expand in the UK, and revenues are anticipated to grow by 750 million British pounds as of 2024 (Elagina, 2025a). Additionally, the demand for wellness wearable devices is increasing among patients, such as the ageing population who are suffering from chronic conditions, to monitor their health status at any time from home. 
Geographically, half of UK adults, approximately 76% of adults, are using wearable technology (Cleveland Clinic, 2024). In London, 47% of monitors are checking their heart health, and 37% of people are checking their burned calories through wearable devices (Cleveland Clinic, 2024). These wearable devices reduce the burden of frequent hospital visits and help people manage their health conditions before developing a chronic disease. 
Psychographic: 52% of UK consumers are mostly early adopters, leading health-conscious and sustainable-oriented lifestyles (Euromonitor, 2025), which is the main reason for increasing demand for wellness wearable devices. Additionally, 86.5% of consumers, which means eight in ten people, are making changes in their lifestyle to tackle environmental issues as of now by making sustainable and eco-friendly choices (ONS, 2025). Therefore, the brand also focuses on sustainable raw materials and reduces waste during its supply chain and production. Also, tech-savvy individuals are increasing in the UK who seek or prefer preventive healthcare and will adopt innovative solutions to ensure their long-term well-being.  
Behavioural: 66% of UK consumers are proactively making progress to their health and wellness through regular exercising, changing eating habits, monitoring health metrics, and shifting towards healthcare-focused technology products (NIQ, 2026). However, 39% of consumers are still price-sensitive, which increases the requirements of affordable product options (NIQ, 2026). Still, 61% of consumers are willing to spend more for the cruelty-free healthcare products that help them to reduce the likelihood of chronic diseases such as diabetes, CVD and others (NIQ, 2026). Lastly, wellness wearable devices are effective for those patients who are already using Apple’s ecosystem and strongly believe in health management and early diagnosis instead of treatment. 

	Targeting
	By considering the above segmentation, Apple BioSense+ can adopt a niche marketing strategy to target specifically those consumers who prefer to purchase wearable fitness products and seek to self-manage their own health at home by monitoring their health. According to Akbar et al. (2017), a niche marketing strategy is selecting specific consumer groups from a marketplace by analysing their buying habits and lifestyle characteristics. In the UK, it is seen that wearable device usage is increasing to 24*7 checking health from a convenient place, and tech-savvy consumers are mostly choosing digital health monitoring products to reduce the burden of frequent hospital visits, hence the brand also targets these consumers by showcasing their product features and benefits that meet the specific demand of consumers. The brand will raise awareness of their new product through their existing parent company’s commercial website, influencer marketing and advertisements on social media. 

	Differentiation 
1. Product Quality 
2. Price 
3. Product Features 
4. User imagery 
5. Usage occasions 
6. Competitor-based positioning  
7. Product class 
8. Cultural symbols 
9. Emotional benefits 
10. Sustainability
	Apple BioSense+ will build strong differentiation with the UK wearable healthcare market by its premium product quality through premium materials and biosensors, while maintaining a price for its premium consumers. Price features will include non-invasive glucose monitoring, early chronic disease alerts, and hypertension detection, which are unique from its competitors. Additionally, the brand will use user imagery, such as targeting tech-savvy and health-conscious professionals, which successfully aligns with usage occasions by strengthening proactive medical-grade health monitoring. Health-conscious customers rely on health tracking wearable devices in the UK (Deloitte, 2021). The brand differentiated itself from its competitors through combining accurate, sustainable and health device ecosystem connectivity. For instance, Nix also provides biowearables, which help consumers to track their ketones and glucose levels constantly (Endurance Sportswire, 2025). Within the product class perspective, the brand redefines smartwatches as medical-grade diagnostic tools and it will also strengthen emotional benefits such as peace of mind by promoting control over personal health. Lastly, this brand will focus on sustainability and use sustainable material in its products such as aluminium to reduce its negative environmental footprint, which resonates with UK environmentally conscious UK consumers. 


Table 1: STDP Analysis 
(Source: Self-Developed) 
Positioning 
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Figure 3: Positioning Map 
(Source: Self-Developed) 
Apple BioSense will position itself as a premium, AI-driven preventive healthcare platform by delivering non-invasive diagnostic real-time insights via a secure digital ecosystem. Even though traditional wearable biosense devices, including inertial measurement units, body-worn sensors and smartwatches, facilitate remote patient monitoring, they raise data privacy concerns. Hence, to bridge the gap between data privacy and consistent proactive health management, Apple BioSense+ will emphasise the benefits of predictive healthcare, proactive health management and enable early detection of chronic conditions while not compromising its reputation for data security, which will help to stand out from its competitors. Additionally, Abbott is a top-selling company for its glucose monitor wearable devices, and it generates $4 billion in revenue across the world (Japsen, 2023), which might pose huge threats to the Apple BioSense+, hence the company needs to stand out from its competitors by providing unique and different products. 
[bookmark: _5gb4a0j1l14b][bookmark: _Toc226372009]Element 3: Marketing Mix 
Product
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Figure 4: Product categories
(Obtained through lecture notes)
· Core: Apple BioSense+ positions itself as a hybrid product service offering by combining AI-driven diagnostics software and advanced biosensing hardware within an Apple watch. Advanced fitness fitness BioSense devices  with biosensing demand in the UK is growing where already 52% of consumers are owning health-tracking devices as of 2025 and 38% of consumers are interested to purchase wearable technology to track health and wellness, which is non invasion (Mintel, 2018), it indicates a technology brand like Apple should launch advanced biosensing and preventive healthcare wellness tracking technology Apple BioSense+ to successfully meet customer demand and promote fitness. However, most companies are providing similar wellness tracking technology, such as the Samsung Galaxy Watch (competitor) (Moscaritolo, 2026). Hence, during the brand extension strategy, Apple BioSense+ should stand out from its competitors through fostering unique aspects, including eye-catching design, sustainable materials usage (labelling), reducing traditional waste associated with product manufacturing, ensuring appropriate shape, size, and appealing colour. Additionally, it will provide non-invasive health monitoring, including blood pressure, glucose level and track real-time stress. 
· Actual: Apple BioSense+ will foster important factors, including long battery life, accuracy, ease of setup and use, specs, and features, while not compromising the stylish surface. According to Sieniawska et al. (2024), fitness wearables with advanced biosensing hardware can help individuals to sleep better, stay healthy and fit through exercise, control stress levels, and reduce the prevalence rate of chronic diseases. However, still various consumers perceive risks with quality level, protection, storage and product transportation when choosing a wellness tracker (Alam et al., 2025). Thus, by considering consumers' various risk factors, Apple BioSense+ will provide safe transportation and adequate storage, while not compromising their watch quality level to gain customer attention and successfully facilitate overall brand extension. 
· Augmented: Although product functionality appeals to consumers for buying products from a brand, buyers still perceive risks with guarantees and warranties, which are legally enforceable (Kotler et al., 2020). Thus, besides providing unique features, Apple BioSense+ will also provide a 1-year guarantee and warranties as augmented benefits to sustain a competitive position by reducing buyers' perceived risk with guarantees and warranties. Additionally, while Apple BioSense+ focuses on providing unique features and sustaining a competitive edge, it also facilitates extra benefits such as after-sales service, focus on post-launch evaluation, monitoring product functionality, and taking feedback. Consumers are making purchase decisions depending on two factors: rational and overt, and the emotional and covert (Ibrahim et al., 2026). For instance, Apple c can align with customer decision-making by balancing rationale (overt and emotional (covert) drivers. Through the lens of the rationale side, the brand will provide measurable value, including real-time health diagnostics, advanced biosensors, accuracy and long-term cost savings through preventive care. On the emotional side, it should emphasise identity expression, lifecycle fit, sleek design, and highlight peace of mind. 
Price: Customers select products for multiple reasons, such as lower price, beliefs and lifestyle, which align with their preferences (Adani et al., 2025), hence Apple BioSense+ will attract those consumers who prefer quality over price to justify their premium pricing strategy behind their product. Apple Biosense+ will set a premium-pricing strategy combined with a subscription-based model, which reflects technological sophistication and advanced diagnostic insights, while subscription-based models will generate recurring revenue.  Approximately 45% of UK consumers are planning to increase their spending on preventive healthcare, including wearable fitness devices and already 77% of people are using technology to regularly check/monitor their health without invasion (Addiss, 2025). These people are willing to pay extra for preventive healthcare technology due to shifting focus from reacting to sickness to preventing it. Critically, the brand will target consumers who are willing to pay more for disease detection technology to improve their health outcomes, which might create barriers for lower-income communities. Further, Apple will address this issue through a partnership with healthcare providers. 
Place: Apple BioSense+ will use Apple's existing omnichannel distribution strategy, including online platforms, stores, and authorised retailers, to save cost, which is effective to ensure global connectivity and accessibility while maintaining its own control over the brand. According to Rahman et al. (2025), an omnichannel strategy is important to maintain a consistent customer experience within all physical and digital touchpoints. Thus, during the brand extension, Apple BioSense+ will use its existing digital presence and sell its products through its existing outlets.Additionally, Apple will penetrate the healthcare ecosystem through their new brand Apple BioSense+ by strategically utilising its established omnichannel distribution network of Apple including online platforms, physical outlet and partnership with healthcare providers. 
Promotion: Promotional strategy is a main brand extension strategy to raise awareness of a new product through utilising various social media platforms, advertising, direct marketing, sales promotion and value-based communication (Kamyabi et al., 2025). Similar to this promotional context, Apple BioSense+ will also use experiential campaigns, digital marketing, and influencer partnerships to raise its awareness of the advanced Apple BioSense+ product that combines preventive healthcare and BioSense together within a smartwatch. However, balancing the new product’s identity with established brand image is difficult as it avoids dilution, confusion and cannibalisation (Milojkovic and Ghnayem, 2025). 
[bookmark: _89ekp24lioi3][bookmark: _Toc226372010]Element 4: Reflection
Driscoll Model is a reflective model, which consists of three stages, including what, so what and now what (Sadare, 2024). Through the lens of this model, I will describe my entire experience developing the brand extension of Apple BioSense+. 
What? 
The development of Apple BioSense+ as a strategic brand extension mainly emphasised transforming the Apple watch from a fitness-oriented wearable into a preventive healthcare device, which intends to early detect risks of developing chronic diseases among the aged population. During my poster presentation preparation, I saw that the ageing population (over 65s) is increasing in the UK, who are suffering from chronic disease, hence early detection through a biosense device is important to reduce the rate of chronic diseases and promote a healthy life (Parliament, UK, 2025). My role involved researching the market needs and aligning this idea with Apple’s brand identity, and visually communicating the concept, its target market innovation and strategic relevance. While the idea aligned with Apple’s innovation-driven brand image, my idea was primarily dependent on a secondary research approach instead of the primary data collection, which I would like to conduct in similar projects in future to get combined and more accurate results. 
So what? 
[bookmark: _sei9be2mkdrp]This experience has highlighted my strengths and weaknesses in academic and professional skills. Throughout the assignment, I developed research skills, critical thinking skills, and gained knowledge regarding how a brand can extend its services or product by analysing market trends/needs, which not only helps me to upgrade my personal research skills but also contributes to my professional development. I learned how Apple’s core values, user-centric design, innovation, preventive healthcare services and simplicity reflected on its brand extension. However, I failed to analyse the feasibility of the concept within a highly regulated sector such as healthcare technology, which revealed my gap in my capability to move from conceptual innovation towards a practical implementation. According to Budiono and Sutanto (2025), feasibility analysis is highly important during a brand extension strategy to check whether the planned extension is profitable, practical or aligned with the customer expectations within a highly regulated sector. Thus, I will try to conduct a feasibility analysis in future within a similar project to check how feasible a new business idea within a market is, which might help a brand to sustain its long-term competitive edge within a volatile market. 
[bookmark: _zh2e3zqzh1ob]Now what? 
Going forward, I will adopt a more evidence-based and critical approach within similar projects to enhance their credibility and feasibility, which will strengthen a successful brand extension strategy. I will further integrate primary research methods, including interviews and surveys, to validate assumptions and the reliability of the brand extension. According to Lankauskienė et al. (2025), primary research during brand extension helps in understanding market needs from consumers through collecting raw data directly from consumers. Thus, I will engage in more structured practice in critical thinking, which will help me in improving my understanding of legal frameworks in digital health to produce more professionally credible and realistic brand extension proposals in sensitive industries such as healthcare. 
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